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More than one year ago the Czech 
Republic joined the European Union. After a 
period of hectic preparation and investment, 
many companies made the best of an easier 
access to new markets. Other firms, on the 
contrary, passed a year of a deep 
disillusionment discovering that the world is 
not waiting for them and they have to fight 
hard for a position on the markets. Each 
further day the often proved truth is more and 
more significant, that the production is only 
one part of a “consumption process” and it is 
easier to produce than to sell goods, while 
competition among retailers is becoming 
stronger and stronger.  
A characteristic feature of the Czech 
retail industries is the phenomenon of 
bargain-basement pricing at present. Growing 
sense of nervousness among suppliers and 
also slower growth – in many cases, 
stagnation – of suppliers’ turnover is caused 
by an uncompromising attempt to sell at the 
lowest possible price combined with on-going 
consolidation and competition between 
individual chains and retail formats. The most 
popular type of outlet is represented by 
hypermarkets. Supermarkets and other types 
of outlets are on the contrary going through 
the period in the doldrums, some of them are 
loosing market share. All of them are now 
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Cu mai bine de un an în urmă Cehia 
s-a alăturat Uniunii Europene. După o 
perioadă de pregătiri febrile şi investiţii, 
multe companii au profitat la maximum de 
accesul uşor la alte pieţe.  
Alte firme au petrecut un an de 
profundă dezamăgire descoperind că lumea 
nu le aşteaptă şi că trebuie să lupte pentru o 
poziţie mai bună pe piaţă. Fiecare zi ce trecea 
a dovedit faptul ca producţia este doar o parte 
a procesului de consum şi că este mai uşor să 
produci decât să vinzi bunuri, în timp ce 
competitţia dintre detailişti devine din ce în 
ce mai mare. 
Un aspect caracteristic industriei 
comerţului cu amănuntul în Cehia este 
fenomenul soldurilor. Creşterea agitaţiei 
printre furnizori şi creşterea foarte lentă – în 
multe cazuri chiar stagnarea – cifrei de 
afaceri a furnizorilor este datorată încercării 
de a vinde la cele mai mici preţuri posibile 
combinată cu o continuă consolidare şi 
competiţie între lanţurile individuale şi 
formaturile de comerţ cu amănuntul.  
Cea mai populară formă de comerţ 
este hypermarketul. Supermarketul şi alte 
forme de vânzare la preţuri mici trec printr-o 
perioadă grea, unele pierzând din cota de 
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1. The macroeconomic situation 
 
Since 1989 the development of 
the Czech economy has gone trough 
several phases of the country’s economic 
transformation. In the first half of the 90s 
all the important indicators increased, 
mainly GDP. The rate of unemployment 
remained at a low level. Real wages, 
private consumption, and the trade 
deficit grew. In the second part of the 
90s accumulated economic problems led 
to a sharp drop in economic 
performance. The GDP growth rate 
slowed down, occurred also decrease in 
real wages and private consumption. 
Low productivity of labor and a decline 
in retail sales appeared. 
At the end of 90s surfaced right 
the first signs of economic recovery. The 
declines in GDP and the rise in the 
unemployment rate stopped. Productivity 
of labor improved despite a relatively 
low inflation. Next five years could be 
characterized by stable GDP growth, 
stable low inflation and growth of labor 
productivity. GDP growth depended on 
private (household) consumption, which 
depended on real wage growth. This did 
not correspond with the growth of labor 
productivity. (Table no.1) 
 
 




Now GDP is growing even though the growth in private (household) consumption is 
slowing down and even though real wages are no longer rising as fast. Sales of non-food 
are growing dynamically but decline in food turnover growth causes slow retail turnover 
increase. (Table no.2) 
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2. Retail network 
 
There wasn’t any private sector in 
trade in the Czech Republic before 1989 
– no “market economy”. Only state 
owned and co-operative companies were 
available and in each county acted one 
monopoly company. The state also 
played a “monopoly” role in the foreign 
trade. The Czech retail system has led to 
an extraordinary decrease since 1989. 
During privatization came the 
companies to Czech hands and started a 
huge process of fragmentation. 
 
Food Prevailing Chains 
 
In 1991 entered the Czech market 
following first international chains: Billa, 
Delvita, Mana and Plus. One year later - 
in 1992 - came Edeka, Norma and than 
also Julius Meinl in 1994. 
Big expansion of hypermarket 
stores on the Czech market occurred in 
the time period 1996 – 1998. In 1996 
started to run business Tesco and 
Globus. One year later – in 1997 entered 
the market Interspar and in 1998 came 
Kaufland and Carrefour. Ahold entered 
the market with its hypermarket store 
Hypernova. We could observe also 
expansion of cash & carry stores – 
Makro (Metro) and discount stores – 
Penny Market. Further expansion of 
hypermarkets (166 stores) and 
discounters (Lidl entered the Czech 
market in 2003) continued within the 
time period 1999 – 2005. While the 
growth of hypermarkets was slowing 
down a little (market saturation), 
supermarkets pass through stagnation.  
There came up a new 
phenomenon and thus big shopping 
centers (ca 170 points) in big cities. Such 
a shopping centre usually includes 
hypermarket, shops with clothes, shoes, 
jewelry and gifts. 
(Table no.3, 4, 5) 
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Non Food Chains 
 
Like the international general 
retail chains, chains offering non-food 
products are establishing themselves ever 
more firmly. That is true especially for 
chains with large shopping outlets for 
furniture (Ikea, Sconto, Asko), consumer 
electronics (Datart, Electro World, K+B 
Expert, Okay), clothing (Kenvelo), and 
household and garden products Bauhaus, 
BauMax, Hornbach, Mountfield, OBI). 
Drugstore chains (Droxi/The Drogerie, 
dmdrogeriemarkt a Rossmann) remain 
fixtures in the list of TOP retailers. 
 
3. Customers’ behaviour 
 
A study entitled Shopper 
Typology 2005 (INCOMA Research and 
GfK Praha) that analyzed the behavior of 
shoppers indicated that it is possible to 
segment shoppers into eight fundamental 
(and internationally comparable) types. 
Three main factors emerged as the 
dividing lines, each of which is 
associated with a range of other 
demographic, social, and behavioral 
characteristics: (1) mobility (i.e., 
willingness or ability to drive to the 
shops); (2) price sensitivity as a factor in 
shop selection; and (3) demands 
(particularly for “up market services"). 
The types have been named to reflect 
their fundamental characteristics: 
Economist, Mobile Pragmatist, 
Demanding, Generous (Liberals), 
Communicative Housewife, Savers 
(Thrifty), Comfortable Opportunist, 
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Economists are, as a rule, younger 
people with children and a secondary-
school education. They want to enjoy 
shopping if possible and prefer large 
stores and buying in bulk (and less 
frequently). Compared with other mobile 
types, they are less impulsive, but they 
do keep an eye on retailers’ adverts. 
They prefer hypermarkets, cash & carry 
and discount stores (Globus, Carrefour, 
Lidl, Kaufland, Tesco). More than the 
average shopper, they chose where they 
shop based on a combination of 
attractive prices, the range of products on 
offer, and the shopping environment. 
 
Mobile Pragmatists (15%) 
 
Mobile Pragmatists tend to be 
middle-aged people with average to 
higher incomes. They are the least 
impulsive of the mobile types. They 
clearly prefer to buy less frequently but 
in greater bulk. They keep an eye on 
promotions and use flyers. They prefer 
chains with a strong discount policy or 
cash & carry stores (Makro, Lidl, 
Kaufland, Penny Market, Plus). 
The priorities for them are low prices 
and a broad product range. Access by car 





Demanding consumers are 
economically active people who fall into 
the younger or medium age categories. 
Most have one child. An above-average 
number have higher education and 
higher incomes. When they shop, they 
are often impulsive; they are not 
conservative. Of all the groups, this is 
the group that pays least attention to 
price; they do not trust discount offers 
very much. They prefer large shops 
(Carrefour, Hypernova, Tesco, Makro-
Metro). When choosing where they shop, 
their priority is the product range, but a 
pleasant shopping environment, late 
opening hours, and access by car are all 
important as well. 
 
Generous (Liberals) (16%) 
 
Liberals generally have two 
children and are more likely to be 
middle-aged, with a higher education, 
and above-average incomes. They tend Interferenţe economice  AE 
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to buy on impulse, but they do not trust 
flyers and discount offers. They prefer 
modern stores, hypermarkets, and 




Communicative Housewives (9%) 
 
Communicative Housewives are 
older women with below average 
incomes and a relatively low education. 
They buy rationally, but place an 
emphasis on talking with shop staff and 
accessibility by public transport. More 
often than not, they choose small shops 
or a supermarket (Albert, Julius Meinl, 
independent retailers, Delvita, Lidl). A 
shop’s location and discounts are 
important for them; they base their 




Savers (Thrifty) (13%) 
 
Savers are significantly older 
people with low incomes and with less 
education. They are very rational when 
they shop which means they are also the 
least conservative of the immobile types. 
They look out for promotions, and often 
base their shopping on them. Most 
frequently, they choose mini-markets, 
supermarkets, and discount stores 
(Hruška, COOP, independent retailers, 
Albert). Proximity and discount offers 
are significant considerations when they 
choose where to shop. 
 
 
Comfortable Opportunists (6%) 
 
Comfortable Opportunists are 
older people with no children in the 
household, and often with just one wage-
earner. They are less educated and have 
below-average incomes. They spend as 
little time as possible shopping, place 
little trust in promotional leaflets and 
discount offers and prefer smaller shops 
(independent retailers, Jednota). 
Proximity is the key factor when they 




Undemanding Conservatives (12%) 
 
Undemanding Conservatives are, 
like the preceding type, less educated 
older people generally living in a 
household with no children and a below-
average income (often there is just one 
wage-earner in the household). They 
plan out their shopping trips in detail, 
shop frequently but buy little each time, 
and are very conservative in their 
shopping habits. They particularly 
frequent small shops (cooperatives, 
Hruška, independent shops). Proximity is 
the key factor when they choose a shop, 
as well as quick service at the counter. 
 
 
4. Structure of customers’ types  
by formulas 
 
Cash and carries have the largest 
share of mobile types as well as 
hypermarkets and discounts, where price 
sensitive shoppers with higher incomes 
do their shopping mostly. Supermarkets 
have lower share of mobile types 
(generous), the largest share make 
immobile types (communicative 
housewives and savers). 
Small mini-markets and over-the-
counter shops are preferred by the 
immobile types (savers and 
undemanding). (Table no. 7) 
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5. Trading companies and market 
growth 
 
The TOP 50 companies on the 
Czech market are still growing but the 
growth is slowing down (9% in 2004 
versus 18% in 2000). This growth is 
accompanied by increasing distinction 
between TOP 10 companies and the rest 
of TOP 50 companies on the Czech 
market = redistribution of market shares. 
(Table no. 8) 
 
 




The share of TOP50 companies in 
the Czech retail amounts to 48%, their 
share in the Czech FMCG retail amounts 
to 64%. Recently there is observed a 
significantly increasing importance of 
non-food stores (hobby, furniture, Interferenţe economice  AE 
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electronics) on the Czech market. There 
is only one Czech company within 
TOP10 companies. TOP20 companies 
include only six Czech companies. 
(Table no. 9)
 







Smaller Czech companies as well 
as consumer co-operatives are charac-
terized by gradually decreasing shares – 
cumulated turnover of the Czech 
companies in TOP50 decreased below   
15 %. 
6. Internationalization of the Czech 
market 
Czech market is the most 
internationalized in Europe. Four of ten 
world’s largest companies – Carrefour, 
Ahold, Tesco, Rewe - are included in the Economic Interferences  AE 
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Czech TOP10 companies (If we included 
cash&carry sales, Metro would be the 
fifth). All of the Czech TOP 5 companies 
can be found in the world TOP 15 
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Purchasing power of the Czech 
population expressed by the purchasing 
power parity (PPP) has exceeded the 
purchasing power in Portugal this year. It 
reached 2/3 of the purchasing power in 
Germany. In the structure of private 
consumption costs the proportion of food 
costs is decreasing. According to the 
structure of retailing stores is the Czech 
Republic in comparison with other new 
EU member states dramatically more 
oriented on hypermarket stores with low 
proportion of traditional shops and 
independent over-the-counter shops. Economic Interferences  AE 
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Mobile customer prevails more 
significantly. The market is dominated 
by discount oriented retailing chains and 
the customer is still considerably price-
sensitive. 
“Trading up” and “trading down” 
strategies were evaluated as perspective 
strategies, the centre of the customers´ 
demand is stepwise disappearing. 
The most important future 
customers´ needs are following: 
“Tomorrow’s” Customer wants to save 
time, wants to make his life easier and 
more comfortable, he wants to get good 
quality for low price and wants to enjoy 
shopping! 
So called “emotional marketing” 
became also a new important strategy on 
the developed saturated markets. It tries 
to attract all the five human senses and 
the emotions of customers. The aim of 
the “emotional marketing” is to make the 
customer spend more time in the store 
and to increase his loyalty. 
Czech retailing sector is 
characterized by: 
● Sharp competition – in the past it 
was focused mainly on price 
competition, in the future quality will be 
more important 
● Presence of many international 
chains 
● Considerably balanced structure of 
retail formats – it will probably retain the 
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